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The Countermeasure Research of Enhances Our Country’s Tea Industry Market Competitiveness 
II 
Abstract 
China is the homeland of tea, The development of tea industry plays a significant 
role in Chinese social and economic development. But now, the tea industry, regarded 
as a traditional advantage industry in our country, is facing with the poor market 
competitiveness situation. Therefore, studying of improving tea industry’s 
competitiveness of our country further and then putting forward effective policy 
recommendations will not only help to instructing tea industry to face with the 
international market better and offering objective basis for government to formulate 
rational industry policies. 
The dissertation takes West Lake Longjing Tea as an example, in terms of factors 
advantage and disadvantage of tea industry, using modern marketing methods, and 
implementation of brand strategy, in order to study main factors related to the 
improvement of tea industry’s market competitiveness and give some suggestions for 
its further enhancement. 
Through study the advantages and disadvantages of West Lake Longjing Tea 
industry, the main body of West Lake Longjing Tea marketing, the constitutions of 
distribution channels, the difficult in marketing, and the main factors which influence 
market competitiveness of West Lake Longjing Tea, And taking international tea 
industry giant—Tea Republic and lipton as examples, analysis their brand strategies 
for reference. The suggestions to enhance the market competitiveness of the tea 
industry and the implementations of the recommendations of brand strategies based 
on production, distribution channels and brand were proposed. At the production level, 
quality standardization, pricing scientific and diversity were requested; at the 
distribution channels level, marketing main body, and exclusive agency marketing 
channel primarily must be standard; at the brand level, using culture to enhance brand 
competitiveness, using scientific methods to promote brand image, improving the 
brand image with service and experience, using brand management to maintenance 
brand image, and connecting the international market through the implementation 
green marketing were needed. 
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第一章  导 论 












































2005 年我国各类茶叶产量和同比增减量情况如表 1所示： 
 
表 1：2005 年我国各类茶叶年产量和同比增减量情况    单位：万吨、% 
茶叶种类 绿毛茶 红毛茶 乌龙茶 紧压茶原料 其他茶 全国茶叶总产量 
年产量 69.10 4.79 10.38 2.77 6.44 93.48 





我国茶叶消费量年均增长不到 1%，到了后 50 年，年均增长达到 3.89%。而刚刚




















到 2004 年底，全市共有 11 个区（县、市）产茶，茶园面积 44.7 万亩，茶叶总
                                                        
① 佚名.中国茶业发展规律研究报告（2）[J/OL].http://www.teanet.com.cn/text003.htm,2007-4-20. 
② 佚名.绿茶(Green Tea)[J/OL].中国茶叶贸易网.http://www.tea-trading.com/green_tea,2007-6-6. 
























              表 2：2003 年杭州茶叶消费情况             单位：g、% 
年茶叶消费量 >1000 500-1000 100-500 <100 
占人口比例 24.49 36.71 23.47 16.33 
资料来源：黄晓琴,龚琦.杭州市民茶叶消费情况调查[J].茶叶,2003,29(1):43-44. 
 
             表 3：2003 年杭州市民喝茶年限调查表          单位：年、% 
喝茶年限 >10 3-10 1-3 <1 





































































































                                                        
① 尤金·麦卡西，小威廉·D.佩罗特等著，胡修浩译.基础营销学[M].上海：上海人民出版社,2006.121. 















































                                                        
① 唐·舒尔茨、海蒂·舒尔茨. 整合营销传播[M].北京：中国财政经济出版社,1899.67. 





























































































                                                        
① B.J.Pine and J.H.Gilmore. Welcome to the experience economy[J]. Harvard Business 
Review,1998,76(4):95-97. 
② B.H.Schmitt.Experiential Marketing: Howto Get Customers to Sense, Feel, Think, Act, and Relate to Your 
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